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A Study about the Product Diﬀ erentiation in New Products of Greengrocery：








Abstract：When many people make a new product product-diﬀ erentiation because there is the clear diﬀ erence with 
the existing product, it is easy to misunderstand it.
Even if there is a company to advertise on the condition without product-differentiation, the consumers cannot 
distinguish whether it is the product of which company, and therefore it is in non-eﬃ  ciency even if the company 
advertises it.
Therefore, this paper considered a way avoiding non-efficiency of the sales promotion in the new product of 
greengrocery sold in supermarkets.
　There is product diﬀ erentiation in the greengrocery which consumers generally purchase, and the example which 
we can conﬁ rm when we can evade non-eﬃ  ciency of the sales promotion is limited when the main constituent of the 
product differentiation has not only the company brand but also the product brand like a highland cultivation 
banana.However, there are many items having diﬃ  culty in to make a product brand in the greengrocery. Therefore, 
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じ る 原 因 は 経 済 学 で も 示 さ れ て い る。
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